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Abstract

“Thanda matlab Coca Cola. . . Yeh pyaas hai badi. . . ”
Through such advertisements featuring the country’s most pop-
ular film stars and cricketers, Coke and Pepsi have so mesmer-
ized the Indian youth that today thirst has become synonymous
with Coke/Pepsi. It’s just over a decade since these two cor-
porations began operations in India, and they already control
over 95% of the country’s soft drink market. Their success has
nothing to do with the quality of their products, it is because of
their giant size: they are so big that competition with them is
simply not possible.

Coca Cola and PepsiCo make their billions by capitalizing
on the most basic human physiological need – thirst. Coca
Cola says:

“All of us in the Coca-Cola family wake up each morn-
ing knowing that every single one of the world’s 5.6 billion
people will get thirsty that day. If we make it impossible for
these 5.6 billion people to escape Coca-Cola, then we
assure our future success for many years to come.” (From
Coke’s 1993 Annual Report)
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1 The Story of How Coke-Pepsi Became Big

Coca Cola was invented in 1886 by John Pemberton, a pharmacist.
Soda water was very popular in the US in those days. Shopkeepers
would add various extracts to the mineral water they sold at their
soda fountains so as to please their patrons. Pemberton came up
with the idea of mixing the extract of coca leaf – known to be an
ideal nerve tonic and stimulant, with the extract of cola nut – an-
other powerful stimulant said to be invigorating and able to cure
hangovers, and gave his product the name Coca-Cola. The com-
bination of two powerful stimulants, accompanied by a massive ad-
vertising and sales drive – in 1913, the company spent a whopping
$1.2 million on advertising and was adjudged the best advertised
product in the United States – saw the sales of the drink zoom. By
1929, Coke dominated the US soft drink market and was among the
125 largest US companies in terms of sales.

Pepsi was invented by Caleb D. Bradham, also a pharmacist and
a soda fountain owner. Sometime in the 1890s, he came up with a
mixture that he labeled Pepsi-Cola as he felt that the drink could
relieve dyspepsia (upset stomach) and the pain of peptic ulcers
(hence the name). The drink never really became popular and the
company went bankrupt in 1931. It was acquired by Charles Guth,
who adopted a new marketing strategy to challenge Coke. First he
changed its composition to make its taste similar to Coke, and then
he priced it in such a way that the customer would get the same
amount of Cola at half the price. It was the years of the Great De-
pression. With Coke unwilling to lower its high prices because of its
monopoly position, Pepsi’s pricing strategy clicked with customers
and its sales took off. By the end of World War II, Pepsi’s sales were
nearly one-third that of Coke. Having become big, it now aban-
doned its “Twice as much for a nickel” campaign; since then both
giants have not indulged in price wars.

The history of expansion of these corporations worldwide is a his-
tory of manipulation, trickery, thuggery, even genocide (see box on
Colombia). For them, even their country and its people have no
meaning; patriotism is just a word; democracy, dictatorship, fascism,
nothing matters. Profits is all that counts.
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Coke During World War II

In 1929, Coke entered Germany with the subsidiary Coca-Cola GmbH.
Germany was soon to become the company’s second biggest mar-
ket. Coca Cola’s success in Germany rested, in part, on its ability to
establish itself as a German brand in the minds of the consumer.
Coke sponsored many Nazi events, including the 1936 Olympics,
and would situate billboards and advertisements in close proxim-
ity to Nazi leaders at rallies and in magazines. The strategy of direct
association with Nazi leaders sent a strong message to the German
people that Coke was on Germany’s side and helped the company
towards financial success. By 1939 and the outbreak of the sec-
ond world war, Coke had established itself to such a degree that
Max Keith, the chief of Coke’s German operations, was appointed
to the ‘Office of Enemy Property’ and was sent to supervise Coca-
Cola businesses in Italy, France, Holland, Luxembourg, Belgium and
Norway. Coke had clearly become part of the Nazi state.

This close association with the fascist regime paid off handsomely
in sales – sales zoomed from zero cases (crates) in 1929 to 4 million
in 1939. So successful was Coke in Germany that even when the
country was being destroyed in 1944, the company sold 2 million
cases.

While Coke was rubbing shoulders with the Nazis and pretend-
ing to be a German company, it also used the opportunity offered
by World War II to establish itself as a patriotic morale booster for
American soldiers. The President of the company, Robert Woodruff,
announced Coke’s wartime policy in 1941 after the bombing of
Pearl Harbour: “We will see that every man in uniform gets a bottle
of Coca-Cola for five cents wherever he is and whatever it costs.”
Coke now began to promote itself as a morale boosting drink; it
managed to convince the War Department that Coke would boost
morale, and the US government agreed to fund the installation of
sixty-four bottling plants just behind the warfront. The bottling plants
were shipped to the front lines and moved as soon as the battlefront
moved. Coke literally went to war with the rest of America.

Not one to miss an advertising opportunity, Coke’s wartime ad-
vertising in the United States now highlighted its ‘contributions’ to
the war effort. Coke became the patriotic drink. It was an advertis-
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ing coup. After the war, millions of soldiers came home with a strong
attachment to Coke, thus bolstering the company’s sales.

Coke’s ingenious wartime advertising strategy helped establish
Coke as the leading soft-drink brand in the US, and helped it be-
come the American icon that it is today. Unbeknownst to the pop-
ulation in the United States and the American soldiers fighting in
Europe, their enemy was enjoying the same beverage in Germany
with a similar patriotic zeal. Coke had placed one foot in both the
camps; irrespective of who lost the war, Coke was going to win.

Coke-Pepsi Become MNCs

At the end of World War II, the US emerged as the most powerful
economic and military power on earth. The world was in turmoil. A
powerful Soviet bloc had come into existence. Also, a wave of inde-
pendence struggles was sweeping across the colonial countries. To
keep the newly independent countries open for its trade and invest-
ment, the US adopted the strategy of: (i) military intervention, as in
numerous Latin American countries, and (ii) giving loans and grants,
to keep the atmosphere favourable for US investment. US corpora-
tions, including of course Coke and Pepsi, now began to spread
their tentacles worldwide, backed by a string of US military bases
spread across the globe. In the 1980s, the Soviet bloc collapsed.
The third world countries became entrapped in foreign debt crises,
as a result of the loans shoveled downed their throats. The US seized
the opportunity to pressurize all these countries to fully open up their
economies to foreign investment – the so-called ‘globalisation’ of
the world economy began. Coke and Pepsi (and other big corpo-
rations of the US and other developed countries) were now able to
establish their domination over the entire world market.

Today these two corporations, whose name is virtually the same
as the cold drink they make, control over 70% of the world’s car-
bonated soft drink market, and their global sales exceed $50 billion
(this is the total sales of these MNCs from all their products). Since
their profits depend upon making people drink more and more soft
drinks, they use every trick in the book to make people drink more,
with the consequence that the global soft drink market has been
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rising by 5% every year. Global annual consumption of carbonated
soft drinks topped 186 billion litres in 2003, implying each person in
the world drank an average of 30 litres per year!

The operations of these two corporations are typical of the de-
struction being wrought upon the earth by MNCs. In their greed
to maximize profits, they are damaging peoples’ health, destroying
peoples’ livelihoods, and devastating the environment.

2 Soft Drinks: A Toxic Brew

Coke and Pepsi have consistently portrayed their products as being
positively healthful and life enhancing. According to the chairman
and CEO of Coca-Cola:

“Actually, our product is quite healthy. Fluid replenishment
is a key to health. . . . Coca-Cola does a great service
because it encourages people to take in more and more
liquids.”

In fact, these companies claim that their products are a very bene-
ficial source of energy. A poster that the National Soft Drink Associ-
ation of the USA provided to teachers stated:

“As refreshing sources of needed liquids and energy, soft
drinks represent a positive addition to a well-balanced
diet. . . . These same three sugars also occur naturally, for
example, in fruits. . . . In your body it makes no difference
whether the sugar is from a soft drink or a peach.”

The reality is quite the opposite. Consider just the known facts about
the contents of these soft drinks and their effects on us. (The exam-
ples given below are all from the US, as that is where the effects
are most visible, because that is where people have been drinking
Coke-Pepsi for decades.)

Acids

Acids are added to give ‘bite’. Soft dinks contain numerous acids,
such as: acetic, fumaric, gluconic and phosphoric acids. The com-
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bination and strength of these acids is so strong that when a drain
is clogged a plumber can use a soft drink, or if a car battery is cor-
roding one can use a soft drink to dissolve the corrosion. The stom-
ach maintains a very delicate acid-alkaline balance. This can be
set out of balance by the consumption of a large number of soft
drinks, which create a constant acid state. Prolonged increased
acid levels will cause inflammation of the stomach and erosion of
the gastric lining, a condition known as gastronomic distress, which
is very painful and disrupts digestion.

The phosphoric acid present in Coke and Pepsi can cause de-
calcification of the bones: it disrupts the calcium-phosphorus ratio in
the bones by dissolving calcium from the bones. The combination
of fructose (present in soft drinks) with phosphoric acid may even
block iron absorption into the body, according to doctors.

Caffeine

Most soft drinks contain caffeine. This is added deliberately, for its
physiological effects: caffeine is an addictive drug whose potency
is increased when it is consumed cold, causing customers to drink
more soft drinks. Caffeine’s addictiveness is probably one reason
why six of the seven most popular soft drinks in the US contain caf-
feine. Caffeine-free colas are available, but companies prefer not
to make them: they account for only about 5 percent of the vol-
ume of colas made by Coca-Cola. In today’s world of saturated
markets, every means to increase sales is fair.

Like phosphoric acid, caffeine too causes decalcification of the
bones. Caffeine increases the excretion of calcium in urine. Drink-
ing one 300 ml bottle of caffeine-containing soft drink causes the
loss of about 20 mg of calcium, or 2% of the recommended daily
consumption.

Soft drinks are the most consumed caffeine-containing bever-
age in America. A 300 ml bottle of soft drink normally has 40-60 mg
of caffeine. If taken daily, this amount of caffeine can have distinct
physical and behavioral effects: it can cause nervousness, irritability,
sleeplessness, and rapid heartbeat. Caffeine can also cause mater-
nal fertility problems. The US Food and Drug Administration gave a
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warning in 1981 itself that “pregnant women should avoid caffeine
containing foods and drugs, if possible, or consume them only spar-
ingly”.

Other Additives

In order to make soft drinks which can be consumed really chilled
(below the freezing point of water), an anti-freeze compound called
ethylene glycol is added, which is known to cause cancer. The
characteristic dark brown colour of colas comes from dyes like E-
150, which can cause vitamin B-6 deficiency, hyperactivity and low
blood glucose levels.

Excessive Sugar

Finally, soft drinks contain an enormous amount of refined sugar, and
that too of a particularly harmful variety, high fructose corn syrup.
Each 300 ml bottle of soft drink contains the equivalent of 8-9 tea-
spoons of sugar – to counter the bitter taste of all the additives men-
tioned above.

The sugar found in the soft drinks also functions like an addictive.
To digest it, the small intestine needs a large amount of water, which
it therefore draws from other parts of the body. As a result, soon
after drinking a soft drink to quench one’s thirst (after all that is what
the ads say), one feels thirsty yet again, and reaches out again for
a bottle of cold drink. This in combination with caffeine is what is
responsible for the soaring consumption of soft drinks worldwide.

Dr. Charles Best, the discoverer of insulin, has stated that fructose
can cause teenagers who consume too many soft drinks to develop
liver problems, they may even develop cirrhosis of the liver similar
to alcoholics. The refined sugar in soft drinks also promotes tooth
decay (dental caries). Besides, the acids in soft drinks also cause
erosion of the enamel.

Because of the intense marketing by soft drink companies, which
we discuss later, there has been a sharp rise in soft drink consump-
tion in the developed countries since the 1970s. Consumption of
carbonated soft drinks in the United States exploded over the past
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40 years and has more than doubled since 1971. In 2004, the av-
erage American drank a whopping 210 litres of these anti-nutritive
carbonated drinks in a year!

The Obesity and Diabetic Epidemics

The tragic consequence: the United States is in the grip of an “epi-
demic” of obesity, according to a report by the US Surgeon General
in 2001. Between 1976–80 and 1999–2002, the rate of obesity among
adults more than doubled, rising from 15 to 31 percent. The obesity
epidemic is primarily due to excessive consumption of soft drinks,
according to the WHO and the US Department of Health.

Being overweight or obese increases the risk of diabetes, heart
disease, stroke, cancer, and other diseases and causes severe so-
cial and psychological problems

These risks are actually turning into reality. The obesity epidemic
has spawned an epidemic of diabetes. The Centers for Disease
Control and Prevention (CDC), a component of the Department
of Health of the United States government, recently warned that if
current trends continue, one in three Americans born in 2000 will de-
velop diabetes. If the CDC’s predictions are correct, 45 to 50 million
Americans could have diabetes by 2050!

With soft drink consumption booming world wide, the obesity-
diabetic epidemic is not confined to the United States. In 2003, the
WHO calculated that up to 1.7 billion people – nearly 25% of the
world population – were overweight or obese. It warns that a global
type 2 diabetes epidemic is under way: the WHO estimates that 30
million people had it 20 years ago, but says the number is five times
that now, and is likely to double to 300 million by 2025.

Impact on Children

Soft drink companies especially target children. Their efforts have
borne fruit – teenagers are the most avid consumers of all, with con-
sumption in the United States having tripled since 1971. By 2000, the
average teenager was consuming 2 to 21/2 bottles per day! What
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is even more unbelievable: one-fifth of one- and two-year-old chil-
dren consume soft drinks. These toddlers drink an average of 200 ml
– one cup – per day!!

These consumption figures mean: the average American boy
consumes 20 teaspoonfuls of refined sugar each day from just car-
bonated soft drinks alone. Whereas the daily requirement of sugar
for our body is adequately met by the fruits, vegetables, cereals,
etc. that we eat daily (all contain sugar). This implies we do not
need to eat refined sugar at all, which is in any case a very harmful
way of eating sugar as compared to naturally occurring sugar (as
in fruits), as it does not have any other nutrients. Furthermore, chil-
dren do not only consume soft drinks. They also consume fruit drinks,
chocolates, cookies, cake, ice cream, and other sugary foods (all
containing the worst possible form of sugar, refined sugar), every
day.

And so it is no surprise that children are the worst victims of the
obesity-diabetic epidemic.According to the American Academy of
Pediatrics, prevalence of overweight among children has doubled
over the past 20 years. Nearly 1 of every 3 children is at risk of over-
weight, and 1 of every 6 is overweight. For children, obesity is a
tragedy for many reasons. Obese children have a low quality of
life: the quality of life of severely obese children is similar to that of
kids with cancer. Obese children also have a strong predisposition
to become obese adults, with a greater likelihood of developing a
battery of serious chronic diseases, including diabetes, cardiovas-
cular disease, and, in the end, shorter life spans. What used to be
called adultonset diabetes is now called type 2 diabetes, because
the disease is being seen increasingly in teens, and even in children.
When these children grow up, they’ll face complications such as
amputations, blindness, heart attacks, and kidney failure.

According to the American Academy of Pediatrics, obesity-related
diseases in adults and children in the US account for more than
300,000 deaths and more than $100 billion in treatment costs every
year.

Apart from the above effects, soft drinks also endanger the bone
development of children: because both phosphoric acid and caf-
feine cause decalcification of bones. This permanently weakens
their bones, making them more susceptible to bone fractures. For
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girls this is even more damaging because of their proneness to os-
teoporosis (a disease in which bones become extremely porous,
and hence break easily) in later life.

And in India, Pesticides too!

As if this was not terrible enough, tests carried out by the Pollution
Monitoring Laboratory of the Center for Science and Environment
(CSE) in Delhi of 12 leading drinks produced and marketed in In-
dia by Coca Cola and PepsiCo, showed that all samples contained
residues of four extremely toxic pesticides Lindane, DDT, Chlorpyrifos
and Malathion at levels as high as 30 times those allowed by United
States and European Union standards. Following this report, in Jan-
uary 2004 the Indian parliament banned the sale of Coke as well as
Pepsi products in its cafeteria. But not in the country! The people
can go on drinking it. In fact, the quality of soft drinks manufactured
by these corporations is so bad that on May 19, 2005, the US Food
and Drug Administration barred a shipment of Coke products made
in India from entering the United States. The grounds: the products
were “unsafe and“not conforming to U.S. Laws.

3 The Greatest Psychological Manipulation in
History

For most people, the above facts would be unbelievable. The com-
mon refrain would be: ‘Worldwide people consume billions of bot-
tles of soft drinks every year; if soft drinks were indeed so harmful,
there would have been an uproar against them.’

To draw a parallel, it has been the same with tobacco. It was
more than 40 years ago that the harmful effects of tobacco were
authoritatively established in a report by the Royal College of Physi-
cians, it was way back in 1964 that the US Surgeon General an-
nounced that smoking causes lung cancer, but it has taken decades
of struggle by anti-tobacco activists to force governments to act to
discourage smoking, and even today tobacco advertising is only
partially banned in most countries. Despite all the evidence, many
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smokers still refuse to believe that smoking is harmful to health. Presently
there are about 1.1 billion smokers throughout the world, despite the
fact that lung cancer is the most common form of cancer world-
wide and 4 million smokers die due to tobacco-related illnesses ev-
ery year. The cigarette industry of course continues to deny that
nicotine is addictive.

Even though soft drinks have been around for over a hundred
years, only in the last 15 years or so have researchers started study-
ing their effects on human health. Their startling findings, that Coke
and Pepsi are a toxic brew, will appear to most people to be far-
fetched, because Coke and Pepsi have become ubiquitous, peo-
ple have got used to seeing cold drink advertisements umpteen
times daily, drinking cold drinks many times a day to quench thirst,
taking cold drinks with food in globally renowned restaurants like
McDonalds and Pizza Hut who give a discount on such ‘combos’.

Most of us are ignorant of the reality of the world we live in.
Most of us are unaware of the power wielded by giant multinational
corporations (MNCs) over our daily lives, in both the rich countries
as well as in the poor countries. In today’s globalised world, the
MNCs dominate the world economy so completely that they are
able to influence and even determine what we read, think, see, our
dreams, desires and tastes, even what we eat and drink. A principal
means by which MNCs do this is through advertising and marketing
– they are so gigantic and earn such huge super-profits that they are
able to spend billions of dollars in seeking to influence and control
our minds. And the most important strategic aim of their advertising
is to convince people to consume more and more and more. . .

Hyper-Consumerism

In 1877, Chief Sitting Bull of the Lakota nation (in what is now the
United States) said of the European invaders who were destroying
his people and their way of life, “[T]he love of possession is a disease
with them.Disease is an apt term, because the desire to possess
more and more is not inherent to the nature of human beings, it is
acquired. The Native American chief was able to perfectly identify
the disease, because he came from a different culture. Prominent
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US historians have written of American Indians:

“..they are all equal. . . Neither is richer or poorer than
his companion and all unanimously limit their desires to
that which is useful and precisely necessary, and are con-
temptuous of all other things, superfluous things, as not
being worthy to be possessed. . . ”

Despite what neoclassical economists may tell us, people do not
have an inherent, insatiable desire to acquire more and more goods,
to consume without end. The desire to possess and consume lim-
itlessly is not inherent to the nature of humans, it has been artifi-
cially created, it is a product of capitalism. Anthropologists study-
ing “primitive societies have found very different human relations
and human nature than the highly competitive, dog-eat-dog, self-
ish characteristics that have dominated during the capitalist period.
Ever since capitalism came into being 500 years ago, cooperation
and sharing inherent among human beings has been downplayed,
while aggressive competitiveness has been promoted so as to cre-
ate the conditions for the growth of a system whose central fea-
ture is accumulation, accumulation and even more accumulation
of profits. Along with competition, a culture of greed and individu-
alism has also been promoted. And along with greed, a culture of
consumerism has also been promoted: because only when goods
are sold can profits be made. This in today’s world of monopoly
capitalism has taken on a newer form, hyper-consumerism – to pur-
chase, possess, consume, more and more, without any relation to
basic human needs or happiness. Buy, buy and buy, so that MNCs
can make more, more and more profits. . .

Since the 1970s, the economies of the developed countries have
been continuously slowing down. With the market becoming more
and more saturated, the giant MNCs that have come to dominate
the economies of those countries have been resorting to all kinds
of sales gimmicks in a desperate attempt to boost sales: advertis-
ing, variation of product’s appearance and packaging, planned
obsolescence, model changes, credit schemes, etc. The aim of this
entire sales effort is to artificially create the desire to buy in the con-
sumer. This is also the area where corporations now compete with
each other: to imprint their brand on the mind of the consumer.
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Over the years, advertising has become indispensable for large
corporations – this has, so to say, become a part of the bone marrow
of corporate capitalism. And so corporations have been pouring in
fantastic amounts of resources in an attempt to ensnare people into
the ‘consumer trap’. Big businesses in the United States now spend
well over a thousand billion dollars a year on marketing! Corpora-
tions have set up huge research apparatuses, staffed by psycholo-
gists and cultural anthropologists, to determine ever newer ways of
manipulating peoples’ feelings, thoughts and behaviors so as to get
them to buy more and more products. There are no moral or ethi-
cal limits to be observed. Modern marketing is clearly the greatest
concerted attempt at psychological manipulation in all of human
history.

Even children are not spared. Not long ago, children were con-
sidered vulnerable beings, to be caringly nurtured. However, to-
day’s corporation-dominated world increasingly sees kids through
an economic lens. Children are now viewed as an economic re-
source to be exploited, just like bauxite or timber.

Once the race began to target children, it has become unstop-
pable. Corporations are increasingly targeting younger and younger
children, in an attempt to imprint their brand names on their vul-
nerable minds. Children are easy to take advantage of, because
they tend to trust adults. Most children don’t grasp the motives be-
hind advertising; they are unable to see it as propaganda. Even
the US Federal Trade Commission concluded in 1978 that most chil-
dren “view commercials simply as a form of “informational program-
ming”!

Advertising Strategies of Coca-Cola and Pepsi

Amongst the most aggressive marketers in the world are the soft
drink giants, Coca Cola and Pepsi. These two corporations spend
over $5 billion (over Rs. 22,000 crores) annually on marketing, which
of course more than pays itself off in increased sales and profits. For
instance, in 2004, Coca-Cola and its subsidiaries spent $2.2 billion
on promotions worldwide, thanks to which it sold $22 billion worth of
beverages for a net profit of around $4.85 billion that year.
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The soft drink companies resort to a myriad of techniques to pro-
mote their products: from media advertising to sponsorship of con-
certs to sponsorship of organizations. And like other corporations,
Coca Cola and Pepsi too make children a prime target of their in-
doctrination campaigns. As much as probably 35-40% of their ad-
vertising expenditure is directed at children. In 1999, Dawn Hudson,
Pepsi’s chief of marketing, told the New York Times that marketing
to 8- to 12- year-olds was a priority. Matt Nussbaum, Coca-Cola’s
youth market representative in Cleveland, Ohio, explains why:

“We know . . . students will continue to drink Coca-Cola
products for 50 to 60 years. . . We’re trying to gain their
business for the future.”

Let us take a look at some of the despicable techniques used by
these corporations to hook children on to soft drinks in the capital
of the globalised world, the United States.

Through the Media

The average American child watches around 20 hours of TV pro-
grams every week – more than 1000 hours a year – and hence
watches 40,000 TV ads every year. Realizing the power of TV mar-
keting in reaching out to children, junk soft drink and food compa-
nies have been heavily advertising on TV. Food advertising in the
developed countries now accounts for around half of all advertis-
ing broadcast during children’s TV viewing times: three quarters of
such ads promote high calorie, low nutrient foods.

Due to intense competition, the effectiveness of advertisements
keeps decreasing; hence, advertisers continuously search for newer
and newer ways to paste their products on the minds of children.
One of the techniques used is called product placement, wherein
the product is so woven into the story that the viewer would have
to view it. Coca Cola, for example, paid $25 million to AOL Time
Warner so that, among other things, characters in the popular TV
children’s serial Young American would gulp down cokes in each
episode. Then, they have also been tying up with popular children’s
movies. In 2001, Coke paid Warner Brothers $150 million for exclusive
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global marketing rights for the film Harry Potter and the Sorcerer’s
Stone; Pepsi, not to be outdone, tied up with Disney’s Monsters, Inc.
Another popular technique is to pay pop stars, sportspersons and
film stars to promote their products. Of late, even recorded mu-
sic is being used: late in 2002, Pepsi and Sony Music signed a deal
wherein both will promote each other. Irrespective of what you see
or hear, Coke-Pepsi will surely be there.

Not only that, play or read, and Coke-Pepsi will pop up here too!
Toys have become marketing tools: there are Coke toys such as
checker sets and cars that are designed to introduce kids as young
as four to the Coca-Cola brand. Product placements have not
spared even children’s books. Junk foods now feature so extensively
in children’s books that Kate Klimo, vice president and publisher of
Random House Books for Young Readers, says:

“It’s not that these books resemble advertising – they are
advertising.”

The race to ‘catch them young’ has now reached its limits: soft drink
companies are now encouraging feeding soft drinks to babies too,
by licensing their logos to makers of infant-feeding bottles!

Marketers Go to Schools

Marketers have even invaded sanctums that were previously off-
limits, such as schools. Thus the TV channel Channel One has tied
up with over 12,000 schools in the US to show 10 minutes of TV “news”
and 2 minutes of ads every day to a captive audience of over 8 mil-
lion children. It has enticed schools into agreeing to this by offering
them TV sets on loan for classrooms. While promoted as “educa-
tion”, the real appeal is to advertisers. The junk drink companies
are now able to bombard children with their advertisements every
day, as knowledge! The atmosphere of the school is an advertiser’s
dream, says Joel Babbit, former president of Channel One:

“[T]he advertiser gets a group of kids who cannot go to
the bathroom, who cannot change the station, who can-
not listen to their mother yell in the background.”
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Another technique used to promote soft drinks in schools is through
exclusive marketing contracts – that gives one company the monopoly
right to sell its products in the school, put ads on gym walls and
school buses, and so on. In the US, around 40% of the school boards
have signed such contracts with Coke or Pepsi, in return for pay-
ments of up to $11 million each. These contracts often include fi-
nancial incentives for school districts to sell more Coke or Pepsi to
students; teachers may even be asked to promote soft drink con-
sumption in classrooms to meet sales targets!

Bribing public organizations to promote sales

Public schools aren’t the only ones putting themselves up for sale;
leading organizations too are getting into the act. Coca Cola is
now a sponsor of the venerable National Parents and Teachers As-
sociation (PTA), which for more than a century has promoted the
health of children in the USA. In fact Coca-Cola’s senior vice presi-
dent for public affairs John Downs Jr. now has a seat on the PTA as
a Board member!

Soft drink companies have also been opening up their purse
strings to bribe potential critics. In 2003, the American Academy
of Pediatric Dentistry (AAPD) received a $1 million contribution from
the Coca-Cola Foundation. The Academy president David Curtis
now went on record to state,

“Scientific evidence is certainly not clear on the exact
role that soft drinks play in terms of children’s oral disease.”

Before the gift, the group had noted the link between soft drinks
and tooth decay. Many Coke executives occupy senior positions
(like being a member of the Board of Governors) of numerous US
universities (or is it the other way around?).

MNCs are even willing to manipulate scientific research to suit
their ends. Coca Cola in March 2004 created a research institute,
Beverage Institute for Health and Wellness. This is clearly for pub-
lic relations, the goal being to convince people that Coke cares
about health issues; the institute will also aim at downplaying the
health risks associated with consuming soft drinks. Many professors
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of reputed Universities are on the advisory council of this research
institute.

Why don’t Governments Act to Stop this Racketeering?

Way back in 1864, US President Abraham Lincoln had written,

“I see in the near future a crisis approaching that unnerves
me and causes me to tremble for the safety of my coun-
try. . . corporations have been enthroned and an era of
high corruption will follow, and the money power of the
country will endeavor to prolong its reign by working upon
the prejudices of the people until all wealth is aggregated
in a few hands and the Republic is destroyed.”

Since then, the power of the corporations has multiplied to reach
such astronomical heights that they virtually have the government
in their pocket. Local governments have actually become advertis-
ing boards: in 1997, Ocean City, Maryland signed an exclusive mar-
keting deal to make Coca Cola the city’s official drink, and other
cities have followed with similar deals with Coke or Pepsi. The reach
of these corporations extends to the very top. Coca Cola and Pepsi
both donated substantial sums to Bush presidential campaigns. For
instance, Coca Cola Company helped raise $200,000 for the Bush
campaign in 2004, and then it also contributed $200,000 to the Jan-
uary 2005 Bush presidential inauguration bash. With such bribes, is
it any surprise that when the WHO released a draft report in 2003
suggesting that the consumption of soft drinks are a major cause
of obesity in the west, the White House immediately objected, say-
ing that there was not enough evidence to link the two, and de-
manded that the offending words be “deleted or significantly re-
vised”! It went so far as to question the scientific basis for “the linking
of fruit and vegetable consumption to decreased risk of obesity and
diabetes”!!
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Where is it All Leading?

The view that advertising does no harm because no one believes in
it anymore is quite erroneous. Firstly, thousands of the brightest minds
are devoting their talents to influencing kids to buy junk. The biggest
danger of this prostitution of men and women who lend their intel-
lects, voices and artistic skills for purposes in which they themselves
do not believe, shatters our confidence in the value that human ac-
tivity should be meaningful. It creates a world in which we stop be-
lieving that creativity – words, images, ideas – of the human mind is
relevant, meaningful. In the final analysis, it makes us profound cyn-
ics; it makes us stop trusting each other, and destroys our belief in
cooperation and collective action for the benefit of all humankind.

What such an avalanche of advertising tends to produce is a
culture of greed. The message is constant, that all solutions lie in the
market, that human happiness means purchasing more and more
things. Advertising just doesn’t sell products, it sell a worldview in
which products are the means and ends of life.

4 Coke and Pepsi in India

When MNCs wield such influence over the government of the most
powerful country in the world, then obviously the governments of
the third world countries lie prostrate before them. The history of
Coca Cola and PepsiCo in India is a history of how the country’s
industrial policy and regulations have first been flouted and eventu-
ally bent – reshaped to suit the fancies of these corporations.

Coca Cola came into the country in the late 1950s, when it used
to be distributed free at seminars to promote its taste and thus cre-
ate a demand. By the 1970s, it had established itself in the Indian
market. It was kicked out of the country in 1977, due to its refusal to
accept Indian laws under which it had to dilute its ownership stake
in its Indian subsidiary to 40%. Since the 1990s, Delhi’s rulers have
changed policies, and decided to allow corporate armies to tram-
ple over the country’s honour and dignity. So, Coca Cola too re-
entered the country, in 1993. Once again it refused to comply with
any of the conditions imposed on it by the government, such as di-
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luting 49% – yes, only 49%, and not majority holding – in its bottling
operations to resident Indians. The government bhaktifully bowed:
in 2003, it diluted the conditions imposed on Coke.

The story of Pepsi’s foray into India is also very similar. Pepsi en-
tered India in 1988, during the years when the country’s rulers were
preparing the ground for globalisation. It made several promises,
such as that it would create 50,000 jobs, that 74% of its investment
would be in food processing, that 50% of its production would be
exported, and that it would set up a farm research center in Pun-
jab. Not one of these promises has been fulfilled; the government
has meekly swallowed the insult.

In October 2004, in an unprecendented ruling, the Rajasthan
High Court ruled that Coca Cola and Pepsi must specify on their
labels not just the composition and contents of their beverages but
also the presence of pesticides and chemicals, if any. This these
tricksters simply cannot do, the people will realize the emperor has
no clothes. And so Coke-Pepsi have refused to abide by the Court
order and are resorting to endless review petitions and appeals.
The white-skins simply refuse to acknowledge the supremacy of the
country’s judiciary.

There are such fantastic indigenous natural nutritious drinks avail-
able in India, such as Nimbu Pani, Lassi, Panna, Sattu, Coconut Wa-
ter, Kokam Sharbat. . . despite their easy availability and cheap
cost, despite all the reports in the media about the presence of very
high levels of pesticides in cold drinks made by Coke and Pepsi, the
advertising binge unleashed by these two MNCs has lead to a sharp
rise in consumption levels of their toxic drinks. In just a decade, by
2001, Coke and Pepsi were selling 6,540 million cold drink bottles an-
nually in India. The sales are obviously much higher in the cities – in
Delhi, the consumption was 50 bottles per person/year. Modest, by
US standards. India’s elites are striving to make India a developed
country. They still have a long way to go.

With consumption levels reaching saturation limits in the devel-
oped countries, Coke-Pepsi are focusing on increasing their sales in
countries like India. They are hiring film stars and cricketers, sponsor-
ing music concerts – they are even sponsoring annual functions of
colleges! In November 2004, Coca-Cola announced that it will add
$400 million to the $1,000 million it already spends on marketing out-
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side the US, and unveiled a new marketing strategy for expanding
sales in the four large countries of India, Russia, China and Brazil.

5 Destroying People’s Livelihoods in India

In India, it is mainly the middle and upper middle classes (especially
their children) who are going to suffer the health costs of drinking
Coca Cola and Pepsi, because only they can afford to over con-
sume it by the litres. But in manufacturing these soft drinks, these cor-
porations are making thousands of other Indians, ordinary folk who
do not drink this toxic brew, pay yet another kind of price, which is
incomparably more: their livelihoods are getting devastated.

It takes 9 litres of water to make 1 litre of Coke/Pepsi. Coca Cola
and Pepsi companies have set up 90 bottling plants in India. Each
plant draws on the average 1 million litres of ground water a day.
(FREE. It’s a return to the good ol’ colonial days again.) Such mas-
sive extraction of such a precious and scarce resource is causing
ground water levels to fall, creating water shortages for people liv-
ing in the regions where the bottling plants are located. It is not
just affecting water supply for agriculture – because of which crop
yields are falling; it is affecting drinking water supplies too – wells are
going dry, hand pumps no longer work. On top of it, these giant cor-
porations with callous disregard for the environment have been in-
discriminately discharging their toxic waste water into nearby fields
and rivers, polluting the ground water and the soil, rendering the
water unfit for human consumption. Coca Cola has even been dis-
tributing its solid toxic waste as free fertilizer to farmers.

Faced with destruction of their livelihoods, denied access to the
very source of life – drinking water – people living around the bot-
tling plants are fighting back. From Kala Dera near Jaipur in Ra-
jasthan to Badauli near Panipat in Haryana, from Mehdiganj and
Ballia and Jaunpur in Uttar Pradesh to Patna in Bihar, from Man-
dideep and Peelukhedi near Bhopal to Sivagangai and Gangaikon-
dan in Tamil Nadu, from Kudus in the district of Thane in Maharashtra
to Plachimada and Pudussery in Kerala, tens of thousands of peo-
ple living in these regions are waging militant struggles, demanding
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closure of the bottling plants and compensation for the destruction
caused to their health and their lands. The servile state govern-
ments have intervened on behalf of the corporations, and people
have been subjected to intense police repression. Their peaceful
demonstrations and rallies have been viciously attacked by lathi-
wielding policemen, injuring many. Hundreds have been arrested
and false cases foisted upon them. Yet the people have refused to
cow down. And they have won significant victories too: in Plachi-
mada, where one of Coke’s biggest bottling plants is located, the
plant has been shut down since March 2004, while in Sivagangai,
despite the plant being ready to commence production 3 years
ago, the people’s movement has prevented it from starting!

It is a heroic story of ordinary people challenging the right of
mighty transnational corporations to exploit resources upon which
they too rely, of ordinary people refusing to allow the so-called ‘char-
iot of development’ ride roughshod over their livelihoods. In a world
where third world governments are surrendering the sovereignty of
their countries to multinational corporations, it is an inspiring story of
people asserting their sovereignty over the natural resources in their
region. We take a look at the oldest of these struggles.

Plachimada, Kerala

15th January, 2005 marked the 1000th day of the permanent dharna
by the local people right in front of the gate of the Coca Cola bot-
tling plant in Plachimada, district Palghat, Kerala.

Coke opened its Plachimada plant in 2000, digging 65 wells with
a capacity to extract 1.5 million litres of ground water per day. The
massive extraction of ground water caused the water table to fall.
Within a year of the commencement of operations of the plant,
people saw their wells drying up. Farmers found their crop yields
falling; some were even forced to abandon their farms. Women
were forced to walk a round trip of 4 kilometres for drinking water,
carrying the huge pots on their head. All this in a region known
as the rice bowl of Kerala! Meanwhile, 85 truck loads rolled out
of the plant gates each day, each load consisting of 550 to 600
cases (or crates), 24 bottles to the case, all containing Plachimada’s

23



prime asset, water, now enhanced in cash value by Cola’s infusions
of toxic chemicals mixed as a ‘secret formula’.

Also trundling through the gates came 36 lorries a day, each
with six 200-litre drums of sludge from the plant’s filtering and bot-
tle cleaning processes. The company dumped the extremely foul
smelling waste in the surrounding fields and on the banks of the irri-
gation canal, and declared to the locals that it was fertilizer, which
they could take away for free. The farmers gleefully took away loads
of it for their fields. But very soon the party wound up, as crops be-
gan to die and people started developing infections and rashes.
Tests carried out on the sludge by the Kerala State Pollution Control
Board and the lab of the University of Exeter in England found that
not only was the sludge useless as fertilizer, it also contained imper-
missible levels of cadmium and lead. Both are highly poisonous met-
als, exposure to whom can be fatal. Britain’s leading toxins expert,
Professor John Henry, warned that the level of toxins found in the
samples would pollute the land, water supplies and the food chain,
and the results would have “devastating consequences” for those
living in the area. The most worrying impact would be on pregnant
women, he said, as they could suffer “miscarriages, still births and
premature deliveries”.

As their hardships increased, the villagers began to organize, and
launched a permanent dharna opposite the factory gate on April
22, 2002, demanding closure of the bottling plant. On April 7, 2003,
the local Village Panchayat asserted its right over the water resources
of its area and revoked the license of the Coca Cola plant. After ar-
guing before the Kerala High Court, Coke managed to reverse the
decision. The Village Panchayat filed another petition in the High
Court. On December 16, 2003, the Court in a historic judgement
declared that the Village Panchayat has the right to control water
exploitation by Coke’s Plachimada plant. On the basis of a judge-
ment of the Supreme Court upholding the Public Trust Doctrine, the
court ruled that Coca Cola did not have unfettered rights to with-
draw water:

“The Public Trust Doctrine primarily rests on the principle
that certain resources like air, sea waters and the forests
have such a great importance to the people as a whole
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that it would be wholly unjustified to make them a subject
of private ownership. The said resources being a gift of
nature, they should be made freely available to everyone
irrespective of the status in life....

Our legal system – based on English common law – in-
cludes the public trust doctrine as part of its jurisprudence.
The State is the trustee of all natural resources, which are
by nature meant for public use and enjoyment. Public
at large is the beneficiary of the seashore, running wa-
ters, air, forests and ecologically fragile lands. The State
as a trustee is under a legal duty to protect the natural
resources. These resources meant for public use cannot
be converted into private ownership...”

The Court ordered the company to stop exploiting water reserves
and find alternative water reserves within one month. The Court
judgement and the peoples’ agitation forced the state government
in February 2004 to finally order Coke to close down its plant till the
onset of the rainy season, that is, till June 2004. The plant closed
down in March 2004. With the Village Panchayat refusing to renew
its license, Coke has been unable to reopen the plant ever since.

Coke filed an appeal in the Kerala High Court against the rul-
ing. On April 7, 2005, a division bench of the Court in a surprising
decision overruled the order of December 16, 2003 and permitted
Coca Cola to extract upto 500,000 litres of water from the common
groundwater resource per day. In effect the bench tried to over-
rule the Doctrine of Public Trust emphatically emphasized by the
Supreme Court, the highest court of India.

Despite this court ruling, the Panchayat has refused to renew the
license of the company and has filed an appeal against the order
of the Kerala High Court in the Supreme Court. Meanwhile, Coca
Cola on August 8, 2005 resumed ‘trial’ operations at the Plachimada
plant, in direct contravention of Indian laws. Determined not to al-
low the plant to reopen, the local people intensified their agitation.
With wide sections of the people supporting the agitation across
the state, the Kerala government too has been forced to file a pe-
tition in the Supreme Court in support of the Village Panchayat’s
appeal. And in another major victory for the people, the Kerala
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State Pollution Control Board in an order dated August 19, ordered
the company to stop production immediately, noting that the com-
pany has yet to explain the large amounts of cadmium in its sludge,
which is contaminating the groundwater, making it unfit for human
consumption.

6 The fight has a long way to go

Irrespective of what the Supreme Court rules, the case will not end
here. The real judgement will have to come from the people. Be-
cause what is at stake is peoples’ fundamental right of access to
water – the very source of life. Not just in Plachimada. Not just in
Kala Dera, Mehdiganj, and all other places where Coke and Pepsi
are mining water. The government of India by pursuing the policy of
privatization of water is putting at stake the right to water for crores
of ordinary people living in villages and urban slums throughout the
country.

Behind the water privatization drive of the government is the
World Bank, which has actually made it a condition of its loans. And
behind the World Bank are the giant water MNCs. A global water
crisis is looming. The UN estimates that two-thirds of the world peo-
ple will be facing water shortages by 2025. The MNCs are seeing in
this scarcity an opportunity to make stupendous profits.

It is not possible to discuss all aspects of this ‘new’ water policy
here. Ground water is being extracted not just for making soft drinks
by Coke and Pepsi. These corporations, along with many other
corporations like Parle Bisleri and Nestle, are mining ground water
in massive quantities to sell bottled water to the country’s middle
classes and elites. It is already a Rs. 1000 crore industry, and is
growing at a whopping rate of over 40%. Such a massive extrac-
tion of ground water is very soon going to cause water shortages for
people living in the regions where this water is being mined. For ex-
ample, reports say that people in village Sattupalli in district Kham-
mam in Andhra Pradesh and village Athur near Chennai, where
Coca Cola’s Kinley brand’s bottling plants are located, have al-
ready started suffering due to falling water levels.
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As if this was not enough, millions of litres of water from dams and
rivers is being diverted to the cities, depriving people living in villages
in those regions of water. This is what led to protests by farmers in
Tonk in Rajasthan, leading to police firing on June 13, 2005, in which
5 farmers died. But the water stolen from the villages is not going to
meet the needs of the poor living in the cities slums. Because, water
supplies in the cities are being privatized and handed over to giant
MNCs, and water tariffs are being hiked. So that, while on the one
hand the water MNCs can make astronomical profits, the affluent in
the cities will not just have unlimited water for their homes, 24 hours
a day, 7 days a week, but also unlimited water for their water parks,
rain dances and golf courses. The rich are not bothered about wa-
ter tariffs. While the poor. . . they have been given the free-market
freedom to choose how they wish to die, either due to lack of food,
or lack of health care, or lack of water.

There is absolutely no exaggeration in this. The implementation
of this policy has begun in Delhi. There, the French water multina-
tional Suez-Degremont is building the 635 million litres per day Sonia
Vihar water treatment plant, to provide safe drinking water to Delhi.
And so, on December 1, 2004, water tariffs were hiked in Delhi, to
ten times what is needed to run Delhi’s water supply. Delhi’s water
supply and maintenance budget is Rs. 344 crores, and the tariff in-
crease allows a recovery of Rs. 3000 crores! Why so much? So that
when Delhi’s water supply is privatized, the multinational can make
super-profits.

People will have to come together and fight this criminal policy,
which is actually a part of the privatization and globalisation poli-
cies being pursued by the Indian rulers, policies which have already
put peoples’ right to food and health at stake. People will have to
deliver the judgement that corporations and governments cannot
take away these fundamental rights. Through their struggles that
they have already begun, the people will deliver this judgement.

Struggle against Coke and Pepsi spreads across the country
The people of the country are not going to take the assault on

the country’s sovereignty by corporate armies from abroad lying
down. In an exhilarating development, students, teachers, college
principals, even university vice-chancellors, and ordinary people liv-
ing in cities and villages, all have started coming out on the roads
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against the destruction caused by Coke and Pepsi in the country.
At the Anna University in Chennai and Avinashlingam Deemed Uni-
versity for Women in Coimbatore, as well as Gujarat Vidyapeeth of
Ahmedabad and Kashi Vidyapeeth of Varanasi, the tens of thou-
sands of students studying in these institutions, the hundreds of teach-
ers, as well as the authorities, all have come together to announce
a boycott of Coke-Pepsi and have imposed a people’s ban on the
entry of these junk drinks into their campuses. Apart from these uni-
versities, several dozens of colleges across the country have also
declared their campuses as COKE-PEPSI FREE ZONES.

In an exciting development, at the initiative of the Azadi Bachao
Andolan:

• On February 1, 2001, nearly 4 lakh students of 500 educational
institutions participated in forming a 300-kilometer long human
chain connecting the ancient cities of Allahabad, Varanasi
and Jaunpur.

• On January 29, 2003, over 10 lakh students and village folk
participated in forming an unbelievable 1200-km long human
chain that passed through 22 districts of Rajasthan, UP, Haryana,
and Punjab as well as the union territory of Chandigarh to gherao
Delhi’s rulers. Students from 2000 schools and colleges partic-
ipated in forming the human chain, braving the cold wave
sweeping the region.

• On January 20, 2005, nearly 50 bottling plants of Coke and
Pepsi spread over 14 states were gheraoed by people by form-
ing human chains. People also staged peoples’ courts at the
factory gates charging the factories with destroying people’s
livelihoods and environment.

Why have we not heard of these movements? Because the na-
tional newspapers didn’t find the news worth printing. Only the local
language dailies of those regions covered the event, they couldn’t
ignore it because it would have affected their credibility.
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Plachimada Struggle Becomes Global!

With MNCs causing devastation of peoples livelihoods throughout
the world, peoples’ struggles in different countries against their on-
slaught are also joining hands and supporting each other to re-
sist capitalist globalisation and fight for an alternative world order
whose basic aim would not be profit accumulation for giant corpo-
rations, but the well-being and happiness of the ordinary people.

The struggle against Coca Cola in Plachimada, Mehdiganj, Kala
Dera and elsewhere in India has drawn worldwide support. Students
and working people in the US, UK, and many other countries have
launched a struggle against Coca Cola for its human rights, labour
and environmental practices in India as well as in Colombia (see
box). Active campaigns to ban Coke are underway in at over 70
colleges and universities in the US and other countries. Powerful stu-
dent movements have forced at least eleven colleges, universities
and high schools in the USA, three in Ireland, one in Italy and two in
Canada to throw out Coca Cola products from their campuses. In
Ireland, the 2005 congress of the Union of Students in Ireland (repre-
senting over 250,000 students from 40 member colleges) extended
its support to the call to boycott Coke. In the UK, the National Stu-
dents Union, representing over 750 student unions – virtually every
college and university in the country – has passed a resolution to
verify the allegations against Coca Cola in India and Colombia. A
confirmation of the allegations – which is very likely – can result in a
ban on Coke.

In recent months, federations and unions across the United States
and Canada have passed scores of resolutions to protest Coke’s
labour and human rights violations, banning Coke machines and
products from union halls, and demanding that schools remove Coke
machines. These include various locals of the Postal Workers, Com-
munication Workers, Service Employees, Automobile Workers, and
Steel Workers. In April 2005, the Representative Assembly of the
525,000-member New York State United Teachers union adopted a
resolution to refrain from serving or selling Coke products at its of-
fices, events or meetings. Likewise, the Irish National Teachers Or-
ganisation too has voted to break all links with Coke. Twelve mu-
nicipalities in Italy have also voted to join the boycott of Coke. The
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campaign has also drawn support from Unison, the largest trade
union in the UK, and from the German Verdi trade union, which has
4 million members and is probably the largest union in the world.
Similar initiatives have also been taken in a number of other coun-
tries, including Turkey, Brazil, Mexico, Australia and Switzerland.

In January 2004, representatives of peoples’ movements from all
over the world participated in the World Water Conference held in
Plachimada. Over 2000 people attended the 3-day conference,
which was organized to express solidarity with the struggle in Plachi-
mada. The PLACHIMADA DECLARATION issued at the end of the
conference by the participants affirms:

Plachimada Declaration

• Water is the basis of life; it is the gift of nature; it belongs to all
living beings on earth.

• Water is not a private property. It is a common resource for the
sustenance of all.

• Water is the fundamental right of man. It has to be conserved.
It is our fundamental obligation to prevent water scarcity and
pollution, and to preserve it for generations.

• Water is not a commodity. We should resist all criminal attempts
to marketise, privatize and corporatise water.

• The right to conserve, use and manage water is fully vested
with the local community.

• The struggle against Coca Cola in Plachimada and various
parts of the world is the symbol of our valiant struggle against
the devilish corporate gangs who pirate our water. We, who
are in the battlefield in full solidarity with the struggle of the
people of Plachimada, exhort the people all over the world to
boycott the products of Coca Cola and Pepsi Cola.

30



7 Pepsi-Coke Quit India!

Friends, Coke and Pepsi are symbolic of all MNCs. Multinational cor-
porations are seeking to acquire control over what we eat, what we
drink, what we read, what we see, what we think, so that they can
maximize their profits. We must throw off this yoke of mental slavery.
We must join the boycott of Coke and Pepsi:

• Not just because they are harmful to our health;

• Not just because through their manipulative advertising tech-
niques they entice people into drinking their toxic brew;

• Not just because they are destroying the livelihoods of thou-
sands of people in Plachimada, Mehdiganj, and other places;

• We must support the movement to throw Coke and Pepsi out
of India, also because:

• We need to assert that water is common property; giant cash-
rich corporations cannot be allowed to acquire control over
it;

• We need to affirm that Right to Water is a fundamental right.

Let us join this struggle and: Boycott all Coke and Pepsi cold drinks.

1. Organise campaigns against Coke and Pepsi in our schools,
colleges, offices, workplaces, residential colonies.

2. Impose a ban on Coke and Pepsi in our college canteens, of-
fice canteens, union offices, etc.

3. Organise cycle rallies, form human chains, and adopt other
such forms to reach out to people in the city we live in.
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